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Marketing Environment: Concept and Classification
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E% AT @0 F ]T (What is meant by Environment) ?
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Philip Kotler & Gary Armstrong ARGICN A TF I, “The environment is the
totality of forces and entities that are external and potentially relevant to the particular

agent.” ST AR RIS e g TR IN(TE Fof T ARSI (@FIF RORIRT 0

TR |

Kould & Kolb #Racad et M@ted aSI@ “Environment consists of all external forces
and refers to which a person or aggregate of persons is actually and potentially
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e #ifata FeTCe Ft I (What is meant by Marketing Environment) ?
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Philip Kotler & Gary Armstrong 43 ¢S, “Marketing environment consists of the actors
and forces outside marketing that affect marketing management’s ability to build and
maintain successful relationships with target customers.” ST st “fqr=r zeT [Fore-
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Busch & Houston 43 ¢S, “The marketing environment is a set of diverse, dynamic and
uncontrollable force that impinge on an organization’s marketing operations and
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fRefe wAfacaeea @iFcen (Types of Marketing Environment)
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B 8 AN “AfRER W07 4T (Differences Between Micro and Macro Environment)
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TRetor wAfae S @ @?W(Why the study of Marketing Environment is Important)?
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Micro-Environment: Elements and Its Influences in
Marketing
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é% 513F AREeT 1t (Definition of Micro Environment)
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Philip Kotlter & Gary Armstrong @< NS, “The micro-environment consists of the actors
close to the company that affect its abilityto serve its customers- the company, suppliers,
marketing intermediaries, customer markets, competitors and publics.” SR FEF I
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Adrian Palmer <C&¥,"The micro environment describes those elements which impinge

directly on a company.” R EF 2RI A (7 A AWM A @A ToF @ go)
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e ARET WW’R (Elements of Micro Environment)
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Macro-Environment: Elements and Its Influences on
Marketing
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= % Auf3s AfReqea et (Definition of Macro-Environment)
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Philip Kotler & Gary Armstrong @< NS, “The macro environment consists of the larger
societal forces that affect the micro environment- demographic, economic, natural,

technological, political and cultural forces.” S€is T AREER T4 2o KRR I7ST
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Adrian Palmer Reeta (@ 1g%el &Wie FA= ©f *CA, “The macro-environment describes
things which are beyond the immediate environement but can nevertheless affect on
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B ARCIee TAMTER (Elements of Macro Environment)

ANEF AR TAMSGET @ifaa [T If@ms 97 Ar@rFeR gor a7 w6 | oy oea
RAT TAMITRTER I (RS ZC-

fom 2.0 8 (@rAfE AR wifcaees ey “fesR

S, PRI AR (Demographic Environment): RoeaS€a oy &= @32 &4 [ =
TR | AIRECIR G5! ey AWM AT Toredyt Rt 8o e (e | (7 935
fAfee SeereTa SPRATE Swes, Ty, S, AfeRerer @, I, I, (orlr Tonfr Sermites
A AT TFIZ T AR | IR SAfr fRereeidie ity o7 Seeed e FEe
a3 ACH G FC® R TF9E e B A |

R, ufafSs 2Affta (Economic Environment): €36 Gria wftafos aAfaea s gel
1S T (T AR AT GIRI@ MR 241 | SN AR Ael] FIRAR FA07 oo apiaa
YT FG T IR A (O GIFAS! [[CIbAT FCH SICF A%l] TAIAR 0o &7 | AR
AR oo (FoT Teftafos o938 gor [KEF 3 |

o, Q‘@W ARG (Natural Environment): (¥ (MT*F SERIY, Tq-901, SRS, @ITFW? T
gojifna e it aigfor sfiem Afve =) 93 T eigfes AR @i Ko
IRl gelfte o | Aigfos e @18 @ Tesime, 354, (o, QR Tejifng Tom
[T 2o KB I AT | TWA- A 7 (AT bifwr Ifa #A17, /oI erer Ao
T G A T | RIS engfos sAfearea it i ewrred A Rl w9 T |

8. @gf& e #Afa@* (Technological Environment): &3f& e AREHE SAMFGTETR LT 997
o[y TG T T | AREGHA AR {490 ST Mg A ¢ guieae 2 o7 | eyfeTe
TR NG G316 (0 fTergs CAb@sa w1l SoeaR TG <91 e oifo#rer et
B 2T | &Y SFACT FCH 9 297, (S 8 (TR (Joay (7t T |

¢. Aeafes ™ (Political Environment): K7 SIfer Som erer fEsiar f[Kfey smaifa
LG G AMIGS AL AGTFOFA MAINSTAT FIAHCNS TN Ao Afet fve | Fawifa
A, AT Wl cafe, ISR IRFR & ojiv ety afs [Rremaiice e
fate =7

3T 72 B1- 00



GIHOART (e

V. FARFMF AR (Cultural Environment): IFOS sifEe Io1Ce 72 76T ST (AN
T G (NfAF RN, FAPT 92 AGANF OIS | GFf6 @ AT FACE SHeadia
ANIGS 8 MFrod AT ey TLHAMFE (@ el T, (O [AGPe delfe Fe |
FCE ARF T TAMFICEA IACF AAGTRIANCE TS 2 AR (1RSI F1aie @z T 27 |

97 el T3S #Af9@eis &9 (Influence of Macro-Environment on Marketing of Products)
>, GRS #ffta™ (Demographic Environment): 77 o0 3 2id Reoaa&I sworeest
TS @ T Ew @ e 3t RKeasar w41 o ©f 2l Gt Jfa, S I SR
IS, NIRRT QAL e, TRE o ke, R e (7= vz W& e |
3. TfAfeF #fat@* (Economic Environment): (&1 #¢l7 {oetaq 7t [ReremsRice wdtafos oz
TR foiy ferfis ez eece &3
F) WER AT Tafelie Wrafe, e @@y, Sfafes sfesTer Tera TR (@e
SRR RS TE ST | TR [WRE AT IR e ST T e (@R
TTFAS] FACS AN | FCET (PO AP ATAIPIad Toia ©fF wrrsere feq e |
¥) OIS FEF @ AfRTET: TN GR A AR T (SrSE (OIR AAfReT '@
ACF | (FOIMA N, GRI@R T, A -, T, Ao Tohifvr A (SR 97 ok [
Fce Ata | f[feg vewe +ifif3fe ¢ Tqmm TRbeer Ao FRe (erema o 8
AT AT =0T AT |
) T YT GR AT AT TR eRerel, AR efArel, Jifvre sy wF-aw Tosi
(ST G AT LIS B | (SIS HHCTT IS I (T (ST AT T 27 |
©. AP AR (Natural Environment): giFfoa+ifeaees Fzfie famete efe [
CRRATET TS -
) IO TSRO 5o =T &Y ISP o7 ST orf Fea [Rval 741 27 | (/g
(R TR AR SN (ST ASTHIET SN F1ce [Fg (73) | PR SO SR @@ SHAT
A AT G PR FIGINE SR @ETAE g Jaeary 77 | Y, AN & =1 zeene
FECH IS Y QIR M1 0 T 200 | 90 15 IARERT T8 GF At ey AT
TR | (o, AN ey, ST Sepif TR NSl ACACR | O8I Fgel [opelred
FRGI ol I |
) #f& S>g [T & (Increasing Cost of Energy): TN TSIoq & e SR Y
AOTF YR ARFOI =& TM TG© ATF | R CF@ TRAVMA T & IR 1567 7€ 93
e T do B FAR | @ANVCOETT To Jiad AN MY 99 o[ AGR 7w qL o
TSI ToF | QAT (SEaey RO O *fE @R < *fE Torfn e awwer
BeTCR |
o) AR 79T T4 @ (Increasing Levels of Environmental Pollution): ffey ficga
TG, MR, SR (A e (s Tonin 7 egfos sifare gfre 2oz | @ [y
AN JRZF FCE MT IR T TFH FAG FRACT NP2 @ e #el] R (AF <o
YF(R | ©I2 G T RGO TR ITHINE S® TS L |
q) SIS Sl (Role of Government): JRSIM SN AN ARCI-VTY (@I0HT & AP
T/OF I | TAFE S AN (@AM A afs 8 TIREANRI (i e Sre 147
BN

3TRE 73 *BI-08



Teomme RF @ [l (TS #1w)

8. o¥f&re “AfE* (Technological Environment): e3fese [t Ruawcid oy [RermaEE
) o9& RS Foo! (Faster Pace of Technological Change): 23fex “fiasta «r
APET GREE et +AfaeT F0 | IO @A CF@ 3-(N3d, IBICA0, W,
CTRIZS (@ Topin weeld Sfiial AR | i Yo ST el 2o #talra bifzmr e
T T B Y2 TR | IS BT AR & AT 9o ARIeT siece =7 |
) TeAr @ (Innovational Opportunities): 2¥& SR (RRIfRFoR Sfimre ST
TFe W oo AR 2o AT | I8N ENafe, FAET 834, Tuw oiifG, Meres fafage
TR oy IRSIET (537 5o10r | W3R WREHAT FCAORIICS SAWH @ el (Fea (32fRe
AT STATET R(T |
%) AT GR TFF ATe T qice’ (High Research and Development Budget): 23 e
Sle R 5o119 & oTaIe 20T AEEeT e B AT YO ARGEN T4 | 97 T
RN AT (FHA QT T WeTTeId el Tog «F e dpg g 4= F0z |
¥) RO W Tgueaa fS eweiart (Concentration on Minor Improvement): Sa%
TP 0 S FF AT |
©) fAz@T I (Increased Regulations): TFF (T (Fq 2GS ST FICT (OISR N4
@TSIBF ACESR o =W, ARE [ o8 ([ @TS AE | @9, FF NFeAHI Sy
IQH| TSI WA QR Wee! o qeaicsd s fea weay e etz | ==, #Ifea
TR THARIRIT IS TR [ Tore e Beorz | O oA egfed @fere
feRrEe T S8 TS Sivee 2 |
¢. AEAreE @™ (Political Environment): Iciafes ftqees faglefie faamewm afs
fResaIRies e ACe 73~
F) IR EEeeRt T 8 WA (Legislation and Regulation of Business): J31F
fEes FF & 0 bl RA-FIgH @I FNEIFE A AR (@FEANRENE G
I TS (AT T T, NS ST (AF (@O TH T Q2 JPNRE IRGER
Foad MF (AT TGS T TR &) ARSASNR 8 LA T A |
) IR FR ofiiF (Government Agency Enforcement): F&aIH S3T-Flgy onife @
AT &y [y TRl 18T AR, A ! el gieas ereifis w6 |
N) GTALFIR @R RE I (Growth of Public Interest Groups): @ RIS (SIS
e, AR S, TEfReE S, AT S T afedR oy o AT
BIETICR | 0T RAGTHIA (SIS 9 Fwe TR S e MAS @0 ooy sriessy
ATBTTNT FACS =7 |
V. FARFMeT <™ (Cultural Environment): MeFfes wfea feeng e wfae eeife s
S Sy ST T =

J) Qe ARFES TR (Core Cultural Values): 4% FICS RIGHE ST (1R A0S
TIYTN NI W&y g WAL 8 = | (CTeteT e +faeio =7 1 | @ REnete sMyaere
A, P efepeear «iiw sehe s e =7 |

o) TPRES (Subculture): 9% FFfon Wity wiwm g Topicgfe ot a1 Aol
Topgier fery g DRl-cvonr qar (afiEy e | U Rt oire (orl-Sinaeis eeifie
T | REANSIRIE 9IR SRgeT fog o Sbaeets s JenEe o = |

%) feSlw B THWEH ARTST (Changes of Secondary Values): Wqrad fasiy Riwa
TARIGANZ ~TRISTAE | IO IEAACH TR (A1, Reames Soeael, Taitee! Sesifna
AfFeT QTR |

26T 72 i oc



GBHQHART (T

ﬁwﬂlﬂ 3% AREeT TaAmeerE e @ @ geike @ W.GT
|

ANBE AT SAMIT Twrgel
SRS AT
§( RS e | | SR AR

oigfess sAfara=

efeare AR
AScASF AT
SRFOF AR

@ ALHA:

ANEE oHfe FFe o7, *fE AR SgR T ffe q [ S AErTee gelfie
FE | ANBF ARCICR SHAMASTEAT R 70 Smgecay FNEs *REeR St -
GRS, SdAfes, e, eyfere, qAeiafod qR TMF oS [EPRYF TS, q79, AIZM,
77, oo, e, (P 8 Iy AP fREEs TSI AN TS S aifde | wftafes
AT FOLTET TAMIT T (N SO T=eAW, A, W S, WrHifod 29, Sesiwaiere Sepfvg
AR A | TSI W ¢ [EE JET SR (OIS T WA WA S | Ao
R X0 T oS =, o T TR A S A e THFES ~ErFeR delfs
I 12YETe AR T P12 e SAM 9 771 Y& eiie 20w, T 07 Teife 20z I
I TR Rt Tou I [eafes S Iece ARl R ¢ wigTws, Tl RE e
fafeq eor RERFR GReifors R 1 QR TROIE ARFoF ARG e OF 751 TS I
TG (TS T, ST QR AT el e |

Hj “ACITST TEITT-R.9

S| ANES AR =@ [t F e SomiE?
) faecry <) SfeEe ey
o) fRTEeI @y a3 doTw q) (@2 T
Q| ANES AT G<Te F© STl Ol FaT 272
T) = O <) A9 ol
) 72 oIl ) I oI
© | FIOINICETT AR FFl @ X[& F=ma 3 I e Wova (I “Afeaees sreefo?
) egfers Afaa <) AreRAreS AT
o) &IFres A q) w<feafos oIfaea=
81 oS AT delfe T Fve @R?
F) IOICET Tgrel <) TeIRN e
) SRR q) AR T
¢ TR AR SAWEPTZ 5 @iafo?
i) T4rg A
i) Sefafes Sotm
1i1) STRATITS TAMI
fesa @I A2

)i sii <) ii @ iii
M) i@ i ) 1, ii @ il

TEfE 7R PBI-0v



Teomme RF @ [l (TS #1w)

*15-=. 8 BRLSISASREEITe k]

Marketing Environment in Bangladesh

@ e

Q AT T AR

QAT AT AT T 1ol TS ARCIT; @32
JIEACR fRolel ARTITHR 37T '@ T TeomR IpTeT IS AR |

7 1% (Keywords) AFoF R, ol ¢ Yo |

SIfseal ST wigw, sAfrRe ffmea Wiz, eyfere , <3 e

reEtiaee [ “ific* (Marketing Environment in Bangladesh)

T Tge GEeT WooT oo i@ 359%9 W e oz | o sii@me Fe

TOAMNT (FoT 8 (SIS 217 8 ([ 7T [og O TS Tce AR | &AW e qmest o Fig
T T4 (@ I P 27| FE qew Aea oo IfGme GIRET TAFS! AT | T
(SIS FF FNEE &) 8B AT e A e am, (ore! KR TRawd, diptos
TR MR, AR TFET @ WF TAWEN Ay TeAMT Tonvr FE@W Tmea afs I
f¥FR rewT THT |

e Rl Afiee 1= IR (Strengths of Marketing Environment in Bangladesh)

TSN A fotare sifacat FifFe fGfog wea erem i sfieq Afod S |
AR TIFS AT 0L SR M- AN 8 SIFE® Jay fWr@el Wigw-R00¢,
sAferfee fafemaae S29- 00%, AR MFFIT WET- 00, AT TGS (NGLFF LTSN
TR W3- 009, ST @ AT TMIT-35b-3, 874 NO- dSpb-3, f[Tum AR AZF-d5¢Y;
TRGACT AL Aol e (oo wr 2eo;

v @ gPETIe Sy (Sreitr WIS S[ER A NG Aoyygen Fdwa wea wEaR
FACR;

¢ ¢ IAFreos e (@F que [P, tfower @ Yy et d ReAw e
G ARG T RATFRIG ATF S 7S 0 AT |

TN FErs WF (AF Qe 87 e e aifs Aifde 20tz | 97 ot MqeEd
Q@ S ARTe TR |

RO AT (AT QT QTR SIS ST ATFIOT AT AP0l QG @ LT ety
fRofeIeey AAfaeaeea 16T el e qe |

TEAMA (FATTGTT A1 T (o AeReATTTT I ST HreCR | WNA- [ =PTey
TOAN SR (@A o MF0e @7 (I Tga 20 GFAIENFOIT Sgjfed ATHET SRS
TR |

QTATH STPIT (IR (@A S8 (0T W21 8 T34 TAI #Afeibifere 206z |

3TRE 72 - ©q



GIHOART (e

@l wrere At 2ifes Kot FETeT Fie IS Al CTawy 7S 42F ke efost w1
TR | CARATEHA 70 A7, TeAmey f@rer, @ e, fe e, ferery e epif |

JeEITee fee WWW (Weaknesses of Marketing Environment in Bangladesh)
g M (F@ [ AR T s @ g @ [ A e e 9ime AR |
GTACHR (PR @ SIS ST YHeTolid 92 BeAL e AR (el &7 I HCeee | T
o AR 73 ateT 4709 ©f NS 9reT @0 Zeel-

@I W3S @ RS [fafEy o v R Qs e S (@fEg @
I AGFSIT (T BT

" OACHR ST SBfSHIeTS!, TAOT, SR, 45790, ¥y S, J3PT AF9 5 @ ifiey

Sifsq SreR Tesifn ol wAfa A«iaw Fa0T;

(P Y g &b AL RO [l i S 2F;

ISR R e@Z [ AT RN B QAT AT (@ TR 7133

e ey @riifets sty spfE afswifrer Raresi;

TR ~Ifies 98! RN oy o SR REEer F9r 9899 20 ;3

QRS SRAMESIT (@I TeoAifre AARTET G & Sy AT SR 3 AP

eI BRAMAYIA FAINTAT SIn SeeM1firs witelra o M=o Soir S<erse e ;

SRTR BT SEE (A F 6T @ (T 29 G (GO ISR ST LRI FC;

QT TN, FIRITT, FIATTT A2, ISAA A QETETR IJRQF AT (TS Vgt Wi e

fresz;

= ApCHieR RErTR ey Mitew 3wy &iwE ~Aif, Ireit @ ARk gad Tace;

" (OIS AT (FOPILRTIR SPIbeTe! 8 ReemaiRima SIfe JAFR Sy AR 78 200%;

I (FI ST WSS ePTR AT T I TOJ S AT JGC (3 FACR |

T I (@ T AW @, (@I AT MR 8 FoIRS [ AR Irere (rd Ms e
SE GR TR efiffre Tgfe zre At 71| ©ig WfEB WH ArH Affere swreaifrery e
AR T ndet TR v 4l 8T |

A Pl | S e e e e S g

@ AT

AT TF© AT Tl 9T FRGER I9QT T W 007 | IO (SIS TG NS &)
TEME Mt “ARICS AR TER &M, (SIS AR AEH, AFhod T TR, AR
THT 8 AF T ey Teofwe g FR@W WM ofe Saifedi (e 2by [[eNiT
FeEmet o Afacet fde ffeg Tz o seae Sfteed afedis s@E | ameR
(FIfTR SIAF TETOIE T2 FCA3 [T ARTI (P Q2o T HEECR (@A o2 @ Faifa
T (0 5o o AT e S (g @ RS AIFeId (e 5 o |

26 2 b1~



Teomme RF @ [l (TS #1w)

Hj ACOTST TEA-2.8

iy Tawa A B (V)ow Fer-
S | JIECACH (ORI TR IR B4 AL QST T (PG WCH?
) ot ey @+ ) & AT A0y T P
) A A 61 FCH q) T YT Y T A |
3 | JIETCACH Sy Jreris srpeferq Rrarort fmad s (a2
<) difgwr & A Q) AT Q@A T AR
) AT bifgwr A ) AT @M Q¥ L
(D TS T
e - S

FGATH 7T @ ©fF b IFF RIS G SIRLAT AR | 96 ST ADe =iw bifva A i
FEACR AR oY AW S FTRRAIR FA | ZITR AfSTIINT AT @TT ASAT A ETIRPAT 27 | &
SR SRR s fire e geay oFl SN te Siierel @i | A% ¢ O IFAT TINER
S e Sfay |

F. (TS S (&I ARCICHT ToAmI?

<, ffSar saeadt ST AT e |

. % BIfET AT I HIEF ARCICHHT (@I SoAwi? 5T 8 |

q. ARG T AT AN AR BB ARCS M I AT ToIwS 47 |

AT &
TS @F AEENT (7T (oItg, /O fRFCNTT (TR (e AT @R ARRCS IBR57 o @
e TR | ©F (RIZT CFIT AAEST (@A SIAd A A0 TBRCs AT bl Fa0e 147
TR | OF « [ SfeereTz AN Jved FiEI STa! (Gt (AR 7 | SInd JAfSTS Z(el-3B [0
T3l fafEe Toit 5329 16T AN | GTFE AR B ARTAIR 722 @r=iifqeteme et
T Ebw |

5. faoreT e

Y, T (G2 FI (SIGT? AT T2 |

o, RO AR (@ SV ST (RIETIIMR NSJ AfTST Z002? AN 2 |

9. SOORIMA AGATOF AT AT FT @FN©? I FoTF IS e |

® G L v

® G LU v

e &-
IR 93T @I ST SIe SEGEH 267 e Face 517 | ©i2 sid [fenedie wieie
@ FFEHerT a4 T a6 fslHly wer qenmes e | Wt @ @eie Wigeed wAifg o,
GIRALRE 57, AW oy REAGTEAE R SR elfetama et e | @t eferam (It 9
A |

T, Tof-egfe 2 >

TEfT 7R - O



GIHOART (e

<.

oS
A

AR 8 oo “AfqEeaa T fmoter e | N}
eifsfafy wetlo faoritas ANEE AREReE @9 oW S A Seafee? I S | ©
AfstameTa TS IGAH N%WWWWWW—HWW
PP |

e &- 8

TG FINFCET FES0 O I AR | wF FIROF 24 cofy sowfy srmifa *Nife Seome
T (AT CIeTeT [ SifEmr 92 zwace | Rowere @ =ifYq e e=fawe! Aaw ARIEE AR
i fof sy e g «3e Sesiifre smifa Reaee aeifae e gz SeEee |

<.
<.
aI.

q.

TRRAZI (F? N
AEASF AR IS F @RT? T F | )
WW@EWWW@WWWW@WWWW?
I 2P |

WWWWWWW?@WWWWWW@
W T2 FrGIR RO T2 | 8

O—x TomEm

AT TURF- 2.5 >, 3, 2.7,

(R .
MOTGT THRF- 2.2 5. 9, 2.7, ©. %, 8.3, G,
O

ACITET TEHTF- 20 5. ¥, 2,

MITGT FTHRF- .8 . 9, 2.4

ToF eG AT YACNT AU G FAIT G AP AL AE @ O
O oINS (GIFICETOIcT SR FHCe AT | IS GF Jfoamy
(72 | OFPI-SFAF TG AU TACT (72 Al IIRIT WAL A 0T
FIHT FCCreTe ORI -SNTT e (AHCEIT PRI YN (@ et
o R | GG rorpfes Coreea e e A6 Feaa
CAATRIT ANGT PR | GHAIF TN &iesa A AT e fAeeicer

Photo credit: www.Pixabay.com

FF.—°.G‘P.°°.6NV/§

T AP @ S [T TAIFICT CAZI FCE |

A, @&, e geat ool A0 ARG, T

Mannan, M. A. Principles of Marketing, Royal Library, Dhaka.

TS, WA, @ SRS, T.¥. AT NS, et Tae fefvgem. afee 0.

Busch, S. and Houston J. Marketing Strategic Foundations, Homewood, Illinois, Richard D. Irwin Inc.
Kauld,J. and Kolb,W.L. A Dictionary of Social Science, UNESCO.

Kotler, P. & Armstrong, G. Principles of Marketing. USA. Pearson Education.

Kotler, P. & Keller,. K.L.Marketing Management. India. Pearson India Education Services.

Palmer, A.Principles of Marketing, Oxford University Press.



